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Introduction
Internet users may use social networking sites (SNS) with various 
degrees of intensity. An SNS user can merely visit websites but can 
also contribute, disseminate, share and collaborate. Specifically, com-
munication is a crucial part of keeping contact with our social ties. 
Social connections are an essential part of everyone’s life. In this me-
dia-dominated world, all the people tend to go back to the very pu-
rest form of getting trusted information by asking friends for recom-
mendations and advice. Recently, some authors presented a review of 
academic works on SNS indicating that gender role and age are still 
being exciting topics about SNS (Tsay-Vogel, 2015).
Among the users of social networks sites (SNS) highlight individuals 
belonging to Generation Y or Millennial Generation, born during the 
1980s and early 2000s. Millennials are the first generation to grow up 
with the new technologies, having constant access to technology in 
their youth, and using it at higher rates than people from other crops, 
especially in comparison to the older age cohorts. There is no agree-
ment on the archetypes that give Generation Y a specific character. In 
the other hand, other works questioned these predictions and attri-
buted this generation with the traits of confidence and tolerance, but 
also with a sense of entitlement and narcissisms (Twenge, Campbell, 
& Freeman, 2012). 
Many studies have tried to find sex differences in Information and 
Communication Technology (ICT)  and sex associations with SNS 
use in the case of Millennials. For instance, the influences of diverse 
issues on the continued use of information technology diverge due to 
biological gender differences (K. Y. Lin & Lu, 2011) or the different 
behavior in online purchasing, being significantly higher for men the 
level of purchases than for women. Other studies found significant di-
fferences between traditional genders in Facebook use or gender im-
pact. Concretely men are more persuasive than women and women 
influence men more than they affect other women (Aral & Walker, 2012). 
Furthermore, some authors (Baruh, Chisik, Bisson, & Şenova, 2014) 
have revealed a predisposition for male profile viewers to reply more 
positively to information published by profiles from other males. For 
female viewers, this result was less important. 
According to Valerio, there are slight sex differences focused on the 
management of photographs and variety of contents in the use of SNS 
among college students, maybe because it is a reproduction of the 
traditional stereotype that for women, their image is more important 
than for men (Valerio, 2014). Colas et al. (2013) showed that women 
are more implicated with SNS than males. Besides, young men use 
SNS to cover emotive features and strengthen their self-esteem, while 
for women of the same age, the interpersonal purpose predominates 
(Colás, González, & de Pablos, 2013).
However, the current generation of students in higher educational 
settings is seeking a more radical change in gender roles beyond the 
binary of male/female, in particular when using networking sites. 
In this sense, Bem some decades ago proposed that masculinity and 
femininity occur on two distinct continuums rather than the typi-
cal male-female question. Later, Hofstede suggests there are nations 
with “masculine cultures” or “feminine cultures” people, and Yoo et 
al. adapt Hofstede’s cultural dimensions scale to assess masculinity/ 
femininity at the individual level. As Srite and Karahanna noted, mas-
culinity and femininity are not synonymous with gender defined by 
biological sex. They measure a psychological aspect of sex; therefore, 
men and women can possess masculine and feminine values to diffe-
rent extents (Srite & Karahanna, 2006).
Consequently, it seems interesting to wonder if gender roles have 
changed over time with regards to new technologies, such as social 
network sites (SNS) in Generation Y. For this, the objective of this 
paper is to develop a model to demonstrate the factors that lead to 
satisfaction and routinization of SNS in Generation Y and to analy-
ze the influence of gender roles in this model. Therefore, this study 
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examines whether the evolution of gender roles shows differences in 
their behavior concerning the model. Hence, an empirical research 
was carried out on a sample of 1,448 undergraduate students from a 
Spanish University that are SNS users from Generation Y. First, we re-
viewed the literature concerning the concepts SNS and the masculini-
ty and femininity. After presenting the model and the hypothesis, we 
applied a structural equation modeling approach, using Partial Least 
Square methodology, to test the model that proposes that community 
integration, social participation, and trust shown by individuals when 
using SNS, are positively related to their satisfaction. And the latter 
will influence the routinization, defined as assimilating the techno-
logy into daily habits in Generation Y. Secondly, we followed Bem’s 
methodology using Hofstede’s scale of femininity and masculinity to 
categorize the sample and test if there are differences between these 
groups in the model.
Proposed model
Researchers have observed SNS by a diversity of procedures and 
theoretical foundations from various disciplines. In this paper, com-
munity satisfaction refers to the emotional reply to the usage of the 
applications and facilities delivered by the SNS. Some studies have 
shown satisfaction as an antecedent of loyalty and subjective well-
being (Chiu, Cheng, Huang, & Chen, 2013). Based on expectancy 
disconfirmation theory (EDT) (OLIVER, 1980)1980 and the infor-
mation systems (IS) success model (Delone & McLean, 2003), satis-
faction has been considered a significant element of continuance in-
tention in research about new technologies. Besides, the constant use 
of SNS is likely to become progressively automatic. Therefore, SNS 
users may repeat a sequence of well-learned activities without being 
aware of it (Kang, Min, Kim, & Lee, 2013). Routinization is connec-
ted to “habitual usage – that is, to integrate the technology into daily 
routines” (Schwarz & Chin, 2007), p. 240). As followers practice an 
SNS habitually, they turn into more habituated to it, decreasing am-
biguity in future decisions. Routinization does not necessarily denote 
that someone uses the maximum degree of possibility accessible from 
the SNS, but its usage turns into individual’s daily routine (Sanchez-
Franco & Roldan, 2010). According to these ideas hypothesis 1 is for-
mulated:
H1: Community satisfaction is positively related to routinization.
Other studies have demonstrated the relationship between satisfac-
tion and sense of belonging or community integration (H. Lin et al., 
2014). Community integration can be specified as “members’ feelings 
of membership, identity, belongingness, and attachment to a group 
that interacts primarily through electronic communication” (Blan-
chard, 2007), p. 827). Followers generate their identities within the 
SNS. Therefore, community integration will be a sense of recognizing 
with the SNS that affiliates also share with one another (Sanchez-
Franco & Roldan, 2010).
In this paper, we conceptualize social participation as community 
involvement, social interaction, or active involvement in community 
activities. This concept highlights the social community’s interactivity 
level, raising the chances for support interchange.  Social participa-
tion is consequently related to the position to which people are dyna-
mic followers of the SNS and implicated in social activities in the SNS, 
emphasizing the utility of such contacts to the requirements of the 
community organization. Consequently, social participation pursues 
to apprehend the degree to which people actively offer support and get 
involved in community actions. Social participation will, therefore, be 
essential for lasting sustainability and, thus, a crucial driver of prospe-
rous SNS (Sanchez-Franco & Roldan, 2010). According to the thoughts 
mentioned above hypothesis 2 and hypothesis 3 are verbalized:
H2: Social participation is positively related to community satisfaction.
H3: Community integration is positively related to community satisfaction.
Satisfaction connects to the positive emotional reactions of followers 
who discover mutual interactions rewarding. Adherents who trust on 
an SNS will be loyal to it, and consequently, they will be satisfied with 
it. Above all, trust is described by the feelings of safety and perceived 
the power of the association and is entirely more narrowed to indi-
vidual experiences with the principal partner (Johnson & Grayson, 
2005). Therefore, we assume trust as the integration of two concepts: 
exchange partner’s integrity and benevolence. Following the previous 
thinking, we formulate hypothesis 4:
H4: Trust is positively related to community satisfaction.
Figure 1. presents the proposed model summarizing all the hypotheses.
Figure 1. Proposed model
Masculinity/Femininity
Hofstede proposes analyzing the Nations around the world in 
function of a series of features, one of them difference masculinity 
and femininity (G. H. Hofstede, 2001)2001. Higher scores indicate 
high masculine societies. In this type of communities or “masculine 
cultures” people (men and women) tend to value assertiveness, am-
bition, competitiveness, and the accumulation of wealth and material 
possessions. However, people (again men and women) tend to value 
other variables such as relationships and quality of life in “feminine 
cultures.” Besides, usually, the differences between gender roles are 
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more dramatic and less fluid in masculine cultures than in feminine 
cultures (Cumming, Fleming, Johan, & Takeuchi, 2010). The Mas-
culinity scale is the most controversial of Hofstede’s dimensions. As 
time went on, Hofstede has changed the definition of Masculinity/
Femininity to emphasize women’s equality in the workplace. Nowa-
days, Hofstede defines the masculinity versus femininity dimension 
as: “The masculinity side of this dimension represents a preference in 
society for achievement, heroism, assertiveness and material reward 
for success. Society at large is the most competitive. Its opposite, femi-
ninity, stands for a preference for cooperation, modesty, caring for the 
weak and quality of life. Society at large is more consensus-oriented” 
(G. Hofstede). 
Nevertheless, for firms and organizations, the reflection of the cultu-
re at the individual level is more important and relevant. Managers 
know that treating as equivalent the stereotypical culture of a country 
with all people of the country is a grave mistake, especially in those 
countries having the heterogeneous population with different cultural 
backgrounds (Yoo, Donthu, & Lenartowicz, 2011).
Many research contexts have widely used Hofstede’s metric at both 
country and individual levels in cross-cultural studies. Some authors 
have used it at the personal level, such as in consumer ideologies 
(Swaidan, Rawwas, & Vitell, 2008), and in consumer ethnocentrism 
(Cleveland, Laroche, & Papadopoulos, 2009). Yoo et al. developed 
a scale to assess Hofstede’s cultural dimensions at the individual le-
vel named CVSCALE (Individual Cultural Values Scale) (Yoo et al., 
2011). Their study divides the measurement of this aspect into two 
separate parts: masculinity and femininity.
At the individual level, Bem (1974) suggested that gender is a con-
duct: men might show certain stages of behaviors that might have 
been conventionally observed as being feminine, and women might 
also reveal specific actions that would have conventionally been con-
sidered as masculine. Besides, she proposed the term “androgynous” 
for those who have both male and female attributes. The aim of her 
work was different from Hofstede’s intention, but the psychological 
backgrounds of their measures were similar.
Some studies analyses the use of ICTs and sex roles identified by Bem 
(1974). Bozionelos found that individuals who score higher on ex-
pressiveness (femininity in Bem’s terminology) are more likely to re-
port interest in learning about and utilizing computers (Bozionelos, 
2002). Other authors (Venkatesh, Morris, Sykes, & Ackerman, 2004) 
pointed out that attitude influences masculine individuals, while sub-
jective norms and perceived behavioral control were significant in the 
case of female ones. Regarding androgynous, the three variables were 
significant. And Tufekci agrees that, regarding masculinity vs. femi-
ninity, information technology (IT) adoption and usage can differ 
(Tufekci, 2008).
Other studies analyzed cultural issues of website documents and their 
relation to masculinity-femininity dimension, suggesting the use of 
the concept of androgyny to develop more effective communications 
on the Web (Zahedi, Van Pelt, & Srite, 2006). In fact, females try to 
report an androgynous profile in SNS, because for their psychological 
comfort, they evaluate positively to have both feminine and masculi-
ne characters (Renau Ruiz, Carbonell, & Oberst, 2012).
Meanwhile, Hupfer and Detlor consider gender-related self-concept 
traits known as self- and other-orientation (Hupfer & Detlor, 2007). 
Other-orientation presents common characteristics- nurturing, un-
derstanding, compassionate, sympathetic and sensitive- and was a 
positive predictor of using the Internet to find friends or relationships 
and of how often respondents reported using internet applications. 
Furthermore, other-orientation is related to a more effortful search 
strategy and higher search frequency. These studies conclude that 50 
percent of women and 25 percent of men show other-oriented beha-
vior (Hupfer & Detlor, 2007).
Androgynous individuals might display sex role adaptability across 
situations, acting without worrying about the most appropriate ste-
reotype for one sex or the other (Bem & Lewis, 1975). In this respect, 
the Internet and its applications can affect the behavior of individuals 
since conceptualizations of masculinity might be different in online 
and offline environments. Computers create an impersonal social si-
tuation in which individuals feel more anonymous and can behave 
freely regardless of what others might think.
Only a few studies have attempted to differentiate among SNS users 
according to their personality characteristics. Concerning SNSs, one of 
the primary motivations to use them is seeking social support, and this 
motivation can be closer socially to the sensitive nature of feminine cul-
tures rather than to more masculine ones because feminine role endor-
ses more common and socio-emotional traits. However, other authors 
found that masculinity was positively correlated with time spent on 
Facebook but not on LinkedIn (Shneor & Efrat, 2014). The engagement 
may serve as a platform for exhibiting social power and prestige if the 
number of friends in an SNS is an indicator of social status. Lewis and 
George tested theoretical explanations about the role of culture (inclu-
ding the masculinity dimension) in deception in SNS (Lewis & George, 
2008). It is likely that this cultural magnitude measured at the indivi-
dual level can be discriminant in the segmentation of SNS users.
According to the ideas mentioned above the next proposition is for-
mulated.
Proposition. People from Generation Y have different behavior about 
the proposed model according to gender roles in the context of SNS.
Methodology
The literature suggests that the more someone is involved and familiar 
with Web 2.0 interactive tools and applications, as SNS, the more he 
or she will trust and will be satisfied with the virtual medium. There-
fore, an empirical study was carried out on a sample of 1,448 under-
graduate students, included in Generation Y. The statistical analysis 
involved two stages.
Firstly, we applied a structural equation modeling (SEM) approach 
to test the proposed model, using SmartPLS 3.0. First, the model 
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was validated and tested. Then, based on masculinity and feminity 
Hofstede´s scale, we use Bem´s methodology. This methodology is 
the best to characterize the nature of the person´s gender role: cal-
culating the difference between an individual’s masculinity and femi-
ninity normalized concerning the standard deviations of his or her 
masculinity and femininity scores (Bem, 1974), p. 158). This proce-
dure allows us to propose three groups: masculine, feminine y andro-
gynous. Finally, the Henseler’s Multigroup Analysis was carried out 
using as groups the three gender roles obtained.
Sample
Empirical research using a non-probabilistic sampling method vali-
dated the theoretical model and the hypotheses discussed above. We 
collected surveys from February to March 2012. The sample size is 
1,460 undergraduate students that are SNS users from Generation Y, 
from a public university located in the south of Spain. All of them 
were studying in different courses of business, marketing, economics 
or tourism management degrees. 
Once we collected the questionnaires, those answered by students 
over 30 were eliminated from the sample, because the object of stu-
dy was students belonging to Generation Y, resulting in 1,448 valid 
surveys. Demographic information of this selection of students is as 
follows. The average age of the sample is 20 years old, 57.6 % are fe-
males, 95.1% singles, the average size of their households is 3.63 in-
dividuals, and 92.4% had three years of experience as Internet users. 
As for the SNS, 85% were users for two years. Home is the principal 
place chosen for connecting to the network (94.5% of cases), followed 
by the study center (26.3%). The laptop is the device most commonly 
used to connect to the network (87%), followed by mobile phone 
(47.5%). Regarding the frequency and time of access, 84.3% accessed 
at least once a day and half of the respondents spent more than an 
hour of their time to connect to the network. The average number 
of contacts was 300. It is noticeable that 74.2% of respondents use 
mainly Tuenti as SNS, a Spanish SNS created in 2006, and it has more 
than 14 millions of users. Facebook is the second SNS more preferred 
by the respondents.
All these demographic and uses of SNS features were analyzed to de-
termine if there were differences due to the sex of the respondent. 
In all cases, there were no statistically significant differences between 
men and women.
Measures
Confirmed items adapted from preceding revisions were used to 
measure routinized behavior, social satisfaction, trust, community 
integration, social participation and masculinity/femininity. Also, 
selected scales were adapted to make them applicable to the SNS-ba-
sed environment. We measured routinized behavior using the three 
items from Sanchez-Franco and Roldan (Sanchez-Franco & Roldan, 
2010). The social satisfaction measure was adapted from Flavian et 
al. (Flavián, Guinalíu, & Gurrea, 2006). The trust scale was adjusted 
from McKnight et al. (McKnight, Choudhury, & Kacmar, 2002). Sca-
les taken from Casaló et al. (Casaló, Flavián, & Guinalíu, 2007) and 
Sanchez-Franco and Roldan (Sanchez-Franco & Roldan, 2010) were 
adapted to measure community integration and social participation. 
Finally, the masculinity/ femininity scale has been measured through 
two constructs adjusting the scales of some previous studies (G. H. 
Hofstede, 2001)2001; (Srite & Karahanna, 2006); (Yoo et al., 2011). 
All items are seven-point Likert-type, ranging from «strongly disa-
gree», 1, to «strongly agree», 7.
A trial test of the questionnaire was conducted to assess the content 
validity and to clarify ambiguous and non-discriminating items, 
without additional suggestions.
Statistical tool
The first part of the methodology was to use SmartPLS 3.0 software to 
validate and estimate the proposed model. The use of PLS rather than 
other kinds of SEM technics is also applicable at this point because 
(Diamantopoulos & Winklhofer, 2001): this work is exploratory; and 
SmartPLS is a nonparametric technique, so scholars do not need to 
guarantee the normality of the data. Further, this method is becoming 
more significant, ought to the number of articles using it in the lea-
ding journals (Henseler, Ringle, & Sinkovics, 2009). 
Then we applied Bem’s procedure to calculate the Androgyny Score 
(AS). This process consists of deducting individual’s masculinity and 
femininity normalized concerning the standard deviations of his or 
her masculinity and femininity scores. The Androgyny Score reveals 
the relative quantities of masculinity and femininity that somebody 
embraces in his or her self-description, and, as such, it best typifies 
the type of the person’s total sex role. The higher the value of AS, the 
higher the predisposition of the person to femininity (high positive 
scores) or masculinity (high negatives scores). On the contrary, the 
closer the AS is to zero, the more the individual is androgynous (Bem, 
1974). After this, we performed a multigroup analysis between people 
tending to masculinity, to femininity, and to androgyny. Multigroup 
variable has a moderating effect whereby a categorical moderator va-
riable states each subject’s group membership (Henseler et al., 2009).
Results
Routine construct achieves an R square of 0.264 and R square of the 
Satisfaction construct is 0.508. Table 1 presents composite reliability, 
Cronbach’s Alpha, and AVE.




TRUST 0.623 0.929 0.912
COM_INT 0.551 0.895 0.865
SOC_PAR 0.606 0.859 0.782
SAT 0.801 0.924 0.876
ROUTINE 0.831 0.936 0.898
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Table 2. Discriminant validity (Fornell-Larcker criterion)
  TRUST COM_INT SOC_PAR SAT ROUTINE
TRUST 0.789
COM_INT 0.522 0.742
SOC_PAR 0.397 0.641 0.778
SAT 0.442 0.695 0.549 0.895
ROUTINE 0.248 0.547 0.569 0.514 0.911
As can be seen from Table 1, each average variance extracted (AVE) 
value is above 0.50, which points out the good convergent validity of 
the scale. Every amount of composite reliability and AVEs are consi-
dered satisfactory. The diagonal elements (square root of AVEs) are 
higher than the correlation of that construct with all the other cons-
tructs in the model (see Table 2), which indicates satisfactory discri-
minant validity (Fornell & Larcker, 1981). We further tested for po-
tential multicollinearity, all inner and outer scores of VIF collinearity 
statistics are below 5, this indicates that there are not multicollinearity 
problems in the data (O’brien, 2007). Standardized root mean square 
residual (SRMR) was 0.046, as it was less than 0.08, the model shows 
an appropriate goodness‐of‐fit.
Next, we present the structural model of SmartPLS results. Path co-
efficients were calculated using a bootstrapping with 5,000 samples. 
All path coefficients are statistically significant (all p values are 0) and 
positive (Table 3). The most robust relationships are between com-
munity integration and satisfaction, and between satisfaction and 
routine (supporting hypotheses H3 and H1, respectively). The other 
connections are also positive and significant, social participation and 
trust are positively related to community satisfaction (supporting hy-
potheses H2 and H4, respectively). As a consequence, the study con-
firms all the hypotheses.
Table 3. Path coefficients.
Path coefficient T Statistics P Values
TRUST -> SAT 0.094 4.062 0.000
COM_INT-> SAT 0.540 19.935 0.000
SOC_PAR -> SAT 0.165 6.511 0.000
SAT -> ROUTINE 0.510 23.603 0.000
Figure 2 represents the path coefficients for the whole sample.
Figure 2. Path coefficients of the model
Table 4 presents the groups obtained regarding the gender roles.
Table 4. Classification of subjects according to gender roles.
Males (n=608) Females (n=840) Total (n=1448)















* Androgyny scores obtained in this research 
The highest percentage of individuals in the sample corresponds to the 
androgynous, made up 63.3% of men and 57% of women, reflecting that 
the current generation of young behaves according to more flexible gender 
roles. These are individuals who are both male and female, both assertive 
and yielding depending on the situational appropriateness of behaviors.
There are also students who appreciate behaviors inconsistent with 
those traditionally expected of his/her sex: 7.5% of men value the 
feminine aspects, and 26.2% of women (more than triple) appre-
ciate the masculine characteristics. However, in the sample, we also 
found individuals who behave as sex-typed standards: 29.1% of men 
and 16.2% of women.
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Afterward, we present the results of the multi-group analysis. The 
previously tested model is applied to each group to search for diffe-
rences in the relationships between students classified as androgy-






(androgynous - femenine |)
p-Value (androgynous
vs. femenine)
TRUST -> SAT 0.095 0.038 0.058 0.197
COM_INT -> 
SAT 0.491 0.582 0.091 0.887
SOC_PAR -> SAT 0.193 0.229 0.037 0.684
SAT -> ROUTINE 0.528 0.601 0.073 0.898
We can observe that path coefficients for feminine and androgynous 
groups are quite similar and p-values of Henseler’s Multigroup Analysis 
are over 0.05 (Table 5). As a consequence, both teams of students have 
Table 6. Path coefficients for groups androgynous vs. masculine and Henseler’s MGA.
nous and students classified oriented to masculinity and those geared 
to femininity and between the last two, performing three multi-group 
analyses.
the same behavior about the model. Therefore, there is not a gap between 
people more oriented to femininity and those classified as androgynous, 









TRUST -> SAT 0.095 0.123 0.028 0.717
COM_INT -> SAT 0.491 0.608 0.117 0.979
SOC_PAR -> SAT 0.193 0.090 0.103 0.032
SAT -> ROUTINE 0.528 0.455 0.072 0.080
In table 6 we can observe that two of the relationships are statis-
tically different between androgynous and masculine. The positive 
connection between satisfaction and routine is stronger for andro-
gynous than for people categorized as masculine (90% of confi-
dence level). The same fact occurs on the relationship between 
social participation and satisfaction (95% of confidence level). The 
other two connections of the model do not change significantly in 
both groups.






( | femenine - masculine |)
p-Value (femenine
vs. masculine)
TRUST -> SAT 0.038 0.123 0.085 0.888
COM_INT -> SAT 0.582 0.608 0.026 0.631
SOC_PAR -> SAT 0.229 0.090 0.139 0.042
SAT -> ROUTINE 0.601 0.455 0.145 0.016
In this case (table 7), people categorized as feminine show stron-
ger relationship between social participation on satisfaction and the 
latter on routine than the group masculine (95% confidence level). 
This outcome indicates that, concerning SNS and Generation Y, 
people tending to masculinity values give less importance to social 
participation as an antecedent of satisfaction, and to the latter as 
an antecedent of routinization. Therefore, we can accept the initial 
proposition: People from Generation Y have different behavior con-
cerning the proposed model according to sex roles in the context 
of SNS.
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Discussion and Conclusions
This paper explores the antecedents of satisfaction and routinization 
of SNS in the context of Generation Y through a model. All the pro-
posed hypotheses are confirmed, showing that this model allows us 
to improve the knowledge about satisfaction and routinization of SNS 
in Generation Y. Furthermore, the proposition of different behaviors 
about this model is partially confirmed.
Social connections are critical to human biology, and the impact of 
SNSs on these relationships has been significant. Generation Y is the 
digital generation, the vanguard that represents the future, and the 
first generation to grow up with SNS; therefore, authors should incor-
porate a complete understanding of SNSs usage: patterns of use and 
online communication.
The authors focused on Generation Y because this is the group that 
is entering a phase of the lifecycle as they form families and house-
holds and will likely lead our society in a few years. The use of these 
social networks will influence the forms of communication for these 
young people. Therefore it is essential to know and understand the 
effects that SNS have in their lives. As this generation is likely to 
come under the attention from the researchers and practitioners, 
they would benefit from greater understanding of the issues that 
concern this group.
While many authors have written on SNS usage patterns, little re-
search has focused on specific gender roles of Generation Y, parti-
cularly online. This paper addresses this gap by focusing on this 
cohort and offering insights into Millennials use of SNS depending 
upon the gender roles: femininity, masculinity, and androgyny. An 
essential result of this study is the number of people classified as 
androgynous; almost 60% of the sample, reflecting that the current 
generation of young behaves according to more flexible gender ro-
les. Twenge (1997) found similar results. She studied subjects of the 
same age (college students) at different moments. Her outcomes point 
out that women have increasingly informed masculine-stereotyped 
personality characters as features of themselves, and men have also 
endorsed more masculine personality traits. This author suggests that 
personality can be affected by cultural changes. Therefore, the values 
and expectations formed during childhood are influenced by cultural 
and economic environments, so it is likely that the daughters of wor-
king mothers valued masculine aspects. Another theory suggests that 
female university students who intend to pursue a career, begin to 
acquire in college personality traits they consider necessary for suc-
cess in the professional field, which is a traditionally masculine trait 
(Eagly, 2013). Furthermore, our sample is composed of students en-
rolled in degrees where cultural concepts such as making money, suc-
cess in life, ambition, improve your professional career are cornersto-
nes for them, opposite to other students enrolled in more humanistic 
studies. We believe that the business-economic scope of the students 
of our sample could influence the fact of obtaining a high percentage 
of women presenting masculine personality traits and women with 
high androgyny scores.  
This model reveals there are differences in some of the relationships 
of the model when considering the gender-roles. Specifically, andro-
gynous have a similar behavior than the female group. The masculine 
segment has behavior more away from the rest. Thus, feminine and 
androgynous show a stronger relationship between social partici-
pation on satisfaction and the latter on routine than the masculine 
group. This consequence points out that, concerning SNS and Gene-
ration Y, people tending to masculinity values give less significance to 
social participation as an antecedent of satisfaction, and to the latter 
as an antecedent of routinization.
One might think that the difference in the relationship between the 
variables of the model between androgynous, feminine and mascu-
line are due to their characteristics as users. However, there are no 
significant differences in time as an Internet or SNS user, or concer-
ning the frequency of access to the SNS, or the number of contacts, 
whether one is androgynous, feminine or masculine. We believe, the-
refore, that this depiction of gender is highly influential in explaining 
by itself the SNS behavior of young people in the proposed model. 
In this regard some authors (Venkatesh et al., 2004) suggest that the 
psychological conceptualization of gender is a more accurate pre-
dictor of ICT adoption and user behavior than sex, because it has a 
lasting impact throughout the technology adoption lifecycle, influen-
cing the decisions of long-term use.
This study extracted the results from a significant sample, with more 
than 1,400 people; one limitation is the lack of diversity in the sample, 
which was composed only of millennial university students. The re-
search should be extended to other groups of people with different cul-
tural levels and to other countries to extrapolate our findings to them.
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